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Earl F. Gerske told a Chicago 
court that he had changed his name 
to Aaron A for advertising purposes, 
thus landing first place in the tele- 
phone directory. This seems to dis- 
pose of the idea that Abou Ben 
Adhem’s name led all the rest. 


* * * 


A new eye-lash preparation is 
sure to go over big if it can make 
good on its promise to users, “Swim, 
bathe and cry in comfort.” What 
wouldn’t a woman give for the pleas- 
ure of a good cry! 


* * * 


The old-fashioned man who used 
to display the name of his car 
across the radiator in letters a foot 
high now has a son who objects to 
advertising it even on the tire-cover. 


With cigarettes making the to- 
bacco industry so prosperous that it 
is now advertising’s fair-haired boy, 
all that remains for complete success 
is to restore the proud position once 
held in masculine esteem by plug 


tobacco. 
* ” 


The agency experts ought to be 
able to prove that a co-operative 
campaign by the tobacco and cus- 
pidor interests would once more put 
Battle Axe at the head of the 


de. 
para a 


Some of the colored citizenry are 
objecting to the manner in which 
Amos ’n’ Andy have been depicting 
the amiable weaknesses of the col- 
ored race. They seem to be having 
difficulty distinguishing between a 
knock and a boost. 


* x * 

The Hump hair-pin is seeking 
universal distribution through the 
use of vending machines, and a hair- 
net manufacturer has started to ad- 
vertise. Is this an indication of 
undue optimism, or the inexorable 
swing of the hirsute pendulum? 

* * * 


“No one speeds or drives reck- 
lessly when there is a motorcycle 
officer about,” says Harley-Davidson. 

Doesn’t it usually depend on what 


he’s about? 
* * 


German householders are reported 
to have been “baffled” by the initial 
attack of house-to-house canvassers 
in Berlin. They probably found it 
hard to believe that so many boys 
were working their way through 


Heidelberg. ‘ 


A pharmaceutical convention in 
Miami recently advocated having 
drug-stores sell drugs. It may prove 
difficult to put over such a revolu- 


tionary idea. 
* * 


Col. Frank Knox was introduced 
to the Chicago Daily News audience 
as a fine type of “newspaperman.” 
While I would have preferred “‘news- 
paper man,” I’m glad they didn’t 
accuse him of being a journalist. 

* * * 


August A. Busch says that since 
prohibition of beer 80,000,000 bushels 
of grain formerly consumed by the 
brewers have been thrown into the 
wheat market. Just what are Capone 
and the other boys using in theirs? 

* * * 

Mr. Busch seems to be one of the 
People who believe that prohibition 
actually prohibits. 

Copy CuB 


ASSERTS RATES 
SHOULD FOLLOW 
BUYING POWER 


Bristol’s Letter to Publisher Is 
Released 


New York, Aug. 20—The pur- 
chasing power of the circulation 
which any publication can deliver is 
smaller than a year or two ago, Lee 
H. Bristol, vice-president of the 
Bristol-Myers Company, pointed out 
in reiterating the demand of the 
Association of National Advertisers 
that advertising rates be reduced. 


The A. N. A., of which Mr. Bristol 
is president, has made public his 
correspondence with an unnamed 
publisher in which this and other 
points are raised. 


“Your reasons why advertising 
rates should not be reduced are not 
new,” Mr. Bristol wrote. “We have 
heard the same arguments advanced 
by many publishers. 


“T am not going to argue with you 
as to whether your costs are justifi- 
able. If you are paying as much as 
you were in 1929 for your labor, 
supplies, editorial content and over- 
head, we are sorry. Whether this 
justifies not reducing rates is an- 
other question. Some other publish- 
ers have reduced theirs. 

“I think you have overlooked a 
very important point. The prices 
most manufacturers are getting for 
their goods have been reduced. Be- 
lieve me, they were no more in favor 
of reducing them than you are of 
reducing your rates. I could write 
iust as convincing a letter as to why 
these prices should not have been 
lowered as you have written me but 
it would not be worth the paper it 
was written on because most of 
these prices have been lowered, not 
once but several times. 

“The principal reason why prices 
have been lowered is that people 
have a smaller purchasing power— 
20 per cent smaller. 

“Your readers are the people who 
buy our products. While your cir- 
culation may be just as great as it 
was a year ago it is worth consider- 
ablv less because your readers have 
suffered a serious reduction in their 
huying power. Therefore, advertis- 
ers are getting less return from 
vour publication today than for- 
merly. In other words, you can not 
deliver the same potential buying 
market that you previously did. 

“TI think I am sneaking for the 
whole membership of the Association 
of National Advertisers when I say 
magazines and newspapers have 
heen unduly slow in facing that 
hasic fact. Perhaps publishers will 
not suffer from this but if this is 
true then indeed the publishing busi- 
ness is quite different from any 
other. 

“Manufacturers are concerned 
more than ever with helping retailer 
customers sell their products. Most 
manufacturers are endeavoring to 
consider the problems their cus- 
tomers are facing and assist them 
to make the going a little easier. 

“Of course, it is no fault of yours 
that the buying power of your sub- 
scribers is less but that does not 
alter the fundamental fact that the 
buying power is reduced and there 
appears no valid reason why we 
should continue to pay you the same 
amount of money for less return.” 


Unwavering Faith 
in Quality Appeal 
Pays Extra Dividend 


Fort Madison, Ia., Aug. 20—The 
entire business world was electrified 
today when the W. A. Sheaffer Pen 
Company’s directors declared an ex- 
tra dividend of 50 cents, in addition 
to the regular dividend of $1, pay- 
able to stockholders of record Sep- 
tember 1. 

This action brings dividends for 
the year to $3, the level at which 
they were established during the 
peak of prosperity in 1929, and con- 
tinues the unbroken dividend record 
dating back to 1913. 

The company’s statement to stock- 
holders said that not only had ad- 
vertising not been reduced in 1931, 
but it had been increased, particu- 
larly in the use of four-color roto- 
gravure, which is now running in 
100 newspapers in as many cities. 
The company’s advertising is han- 
dled by the McJunkin Advertising 
Company, Chicago. 

Harry E. Waldron, vice-president 
and general sales manager of the 
company, attributed the Sheaffer 
record primarily to “strict adher- 
ence to dealer policies as formulated 
by President W. A. Sheaffer years 
ago.” 

“One of the important advantages 
Sheaffer dealers have,” he continued, 
“is the fact that we consistently ad- 
vertise the Lifetime items in our 
line. A leading competitor adver- 
tises that his $5 pen carries the 
same guarantee and is virtually as 
good as his higher priced line, even 
up to $10. 

“In doing so, he freezes the higher 
priced unit in the dealer’s stock. 
Sheaffer has never advertised any- 
thing but Lifetime pens, although 
we make pens to sell as low as $3 
and pencils as low as $1.” 


The Open Sesame 


Dealer loyalty plus the advertis- 
ing policy was also described as the 
magic combination by W. W. Gar- 
rison, vice-president of the McJun- 
kin Advertising Company. 

“The business depression actually 
favored the Sheaffer business,” he 


explained, “because many dealers, 
including the larger and more im- 
portant ones, decided to reduce their 


W. A. Sheaffer 


inventories and carry one complete 
pen line. 

“Which to choose? The Sheaffer 
policies stood” out in sharp relief 
when it came to making this deci- 
sion. It is a fact that the number 
of Sheaffer outlets has increased this 
year, when a shrinkage might logic- 
ally have been in the cards due to 
the situation stated.” 

Mr. Garrison said that one of the 
keys to the Sheaffer success may be 
found in the stack of checks mailed 
out daily to dealers in all parts of 
the country. Sheaffer doesn’t like to 
sell direct to large industrial buy- 
ers, but found that in many such 
cases, a representative from the fac- 
tory is required to close the sale. 

In such instances, the Sheaffer 
dealer gets his profit for the sale. 
In case of doubt, the buyer is asked 
to indicate his regular supplier and 
a check is mailed, even if the dealer 


(Continued on Page 10) 


Last Minute News Flashes 


Bullis Retired by Lord & Thomas and Logan 


Chicago, Aug. 21—Elmer E. Bullis has been retired by Lord & Thomas 
and Logan, as of July 1. Mr. Bullis spent 31 years with the agency, most 
of that time as co-manager of the media department. 


A. N. A. Picks Washington for Convention 


New York, Aug. 21—The annual convention of the Association of 
National Advertisers will be held at the Wardman Park Hotel, Washing- 


ton, D. C., November 16-18. 


Ball Durham Starts Newspaper Campaign 


New York, Aug. 21.—Lord & Thomas and Logan are placing a news- 
paper campaign on Bull Durham tobacco. Starting August 24, 1,000 lines 
will be used weekly for 8 weeks on the “roll your own” theme. 


Postpone Decision in Utility Merchandising 


Topeka, Kan., Aug. 21—The court hearing the test of the Kansas law 
ne utilities from selling merchandise granted the utilities until 


ptember 15 to file briefs. 


CANADA READY 
TO COLLECT NEW 
MAGAZINE DUTY 


House Organs and Free Gireu- 
lation Papers Hit 


Boost Postal Rates 


Washington, D. C., Aug. 21.— 
Effective September 1, the United 
States will meet postal increases 
made by Canada. Postage on letters 
weighing one ounce or less will be 
3 cents, and on single post cards, 2 
cents. The air mail rate will be 6 
cents for the first ounce and 10 for 
each additional ounce. 


Association’s Advice 


New York, Aug. 21.—A statement 
by the National Publishers Associa- 
tion says the new magazine duty 
can be passed on to Canadian readers 
by pro-rating the unexpired portion 
of the subscription in accordance 
with the amount of duty to be paid. 

“On all new subscriptions accepted 
publishers will undoubtedly collect 
from Canadian subscribers the 
amount of the duty they will have 
to pay to complete the subscription,” 
said George C. Lucas, executive 
secretary. 


Ottawa, Canada, Aug. 20—Modi- 
fying the duty on “magazines,” but 
making the advertiser’s problem 
more difficult by placing a heavy tax 
on house organs, the Customs De- 
partment of Canada has issued reg- 
ulations for administration of the 
tariff on United States publications. 

While the tariff takes effect Sep- 
tember 1, the Canadian Government 
has given publishers a breathing 
spell by ruling that the new duty 
will not apply to bona fide subscrip- 
tions accepted on or before June 2, 
1931, until April 1, 1932. 

By “magazines” are meant also 
agricultural, business, technical and 
trade journals unbound or paper- 
bound which, by reason of their ad- 
vertising content, are subject in the 
country of origin to zone rates of 
postage. 

House organs, about which noth- 
ing has been said heretofore, are hit 
by the provision that “any publica- 
tion designed primarily for adver- 
tising purposes” is dutiable at 15 
cents per pound, but not less than 
35 per cent ad valorem, general 
tariff.” It is believed free circula- 
tion papers will also be placed in 
this classification. 

The duty of 15 cents per copy on 
Sunday newspapers is withheld until 
a proclamation is issued by the Gov- 
ernor-in-Council, as recently re- 
ported in ADVERTISING AGE. 

The rate of duty, also fully re- 
ported in past issues, is based on 
advertising content. A tariff of 2 
cents per copy is assessed on publi- 
cations whose advertising is more 
than 20 and not more than 30 per 
cent of the total space; 5 cents when 
advertising exceeds 30 per cent; 
otherwise free. 


Hit Fiction Papers 


. “Periodicals”. is .a new classifica- 
tion which will. have to pay a duty 
of 15 cents per pound, with a mini- 
mum of 15 cents per copy. 

In this classification are placed 
publications which “consist almost 
wholly of fiction and do not contain 
an amount of critical and descrip- 
tive articles, news items or articles 
relative thereto, or to current topics 
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ADVERTISING AGE 


equal to at least 25 per cent of the 
whole, apart from advertising mat- 
ter; or when not regularly issued at 
stated intervals at least four times 
a year.” 

This paragraph is aimed at fiction 
magazines which make money on 
their circulations, carrying little ad- 
vertising. 

The “25 per cent other than fic- 
tion” clause will force some publi- 
cations which have been classed as 
magazines into the periodical group. 
Publishers who may desire to modify 
the contents so as to qualify as 
“magazines” cannot do so with the 
first issue to cross the border after 
September 1, but may be allowed to 
do so later. Such publishers are ad- 
vised to make representations at 
once to R. W. Breadner, Commis- 
sioner of Customs, Ottawa. 


On Free List 


The only magazines to be admitted 
free will be those whose advertising 
content does not exceed 20 per cent 
of the total space; and “magazines 
maintained by and in the interest 
of religious, educational, scientific, 
philanthropic, agricultural, labor, or 
fraternal organizations or associa- 
tions not oganized for profit and 
none of the net income of which 
inures to the benefit of any private 
individual.” 

Publications whose percentage of 
advertising content determines the 
tariff to be paid must file semi-an- 
nual statements showing the average 
percentage of total space devoted to 


Hodges, Appel and 


Ford Get Degrees 


Providence, R. I., Aug. 21.— 
The honorary degree of Master 
of Commercial Science was 
awarded Gilbert T. Hodges, 
president of the Advertising 
Federation of America, at the 
commencement exercises of 
Bryant - Stratton College of 
Business Administration. 

Joseph H. Appel, of Wana- 
maker’s, New York, was simi- 
larly honored, while Henry 
Ford received the degree of 
Master of Business Adminis- 
tration. 


advertising during the previous six 
months. These statements must be 
filed before November 1 and May 1 
of each year, but the first must be 
filed before September 1, 1931. These 
statements will determine the tariff 
classification for the following six 
months. 


Where publishers do not comply 
with these requirements they must 
file with the Commissioner of Cus- 
toms, Ottawa, a copy of each issue 
with a statement as to the percent- 
age of total space devoted to adver- 
tising. 

In all cases or shipments on which 
duty is not prepaid by customs duty 
stamps, this statement shall also be 
supplied to the consignee for infor- 
mation of the collector of internal 
revenue at the port of entry. 

Any act resulting in evasion of 


duty will render the shipment liable 
to seizure and forfeiture, with each 
party concerned in the infraction 
subject to penalties provided by the 
Customs Act. 


How to Pay Duty 


Magazines and periodicals enter- 
ing Canada in bulk for distribution 
by news-stands or boy organizations 
will be subject after September 1 to 
the duty provided for each class and 
this duty will be paid by the im- 
porter in the same manner as on 
other merchandise. Such copies as 
are reforwarded by mail in Canada 
will be endorsed by the collector of 
customs where entered to indicate 
they have been properly “cleared.” 

On such magazines and periodicals 
imported by mail into Canada the 
duty shall be prepaid by Canadian 
customs revenue stamps attached to 
the individual copies or club pack- 
ages for destination post office. The 
duty cannot be collected at destina- 
tion. 

These stamps are available at 
present only at the office of the Com- 
missioner of Customs, Ottawa. They 
are issued in denominations of 1 
cent, 2 cents, 5 cents and 10 cents. 
Each publisher should immediately 
secure the necessary quantity for his 
needs by remittance by money order 
or certified check made payable to 
the Commissioner of Customs, bear- 
ing in mind that “customs duty 
stamps are not redeemable.” 

In order that the collectors of cus- 


toms may properly clear publica- 


FAcTS vs. Guess-WorkK 
In Rapio PLANS 


developed. . . 


our own efforts. 


The foundation of any plan of spot broad- 
casting is intelligent station selection. This 
selection must be based on an intimate knowl- 

edge not only of the competitive situation between 
stations, but also an exact definition of grade A and 

grade B coverage in their territories, which determines the 
area for successful merchandising. . . . 


It is obvious that this essential—station selection—made up of its 
two integral parts, becomes the foundation of all radio plans. Upon 

the strength of this framework must depend the success or failure of the 
campaign. And only with facts—proven facts—can such a framework be 


Scott Howe Bowen, Inc., as one of the oldest concerns of standing in the field of radio 
station representatives, has these vital facts. On the one hand, the stations which employ 
us as their national sales organization, realize the necessity of furnishing us with this infor- 

mation in order to sell their time. If they don't, we go out and get this information through 


The result? Double-checked facts, as infallible as 
it is humanly possible to get them! 


. . 


. . . . . . . 


*k 


Perhaps you, like many other important advertisers and adver- 
tising agencies we have helped, have a radio problem 
which offers difficulty. We can help you! The broad 
list of leading concerns who have utilized our ser- 
vice for the past several years, stands as ample 
testimony to our usefulness as a reliable 

source of authentic radio station data. 


Scorr Howe Bowsn, Inc. 


Radio Station Representatives 


CHRYSLER BUILDING 


Chicago 


Detroit 


Boston 


Omaha 


New York City. 


~ San Francisco 


DOOR OPENER 


This metal milk bottle cap is 
helping Frigidaire salesmen break 
down sales resistance in the anni- 
versary drive. 


tions entered by mail, it will be nec- 
essary to show the name of the pub- 
lication on the wrapper of the in- 
dividual copy or club package. It 
will also be necessary to make an 
endorsement on the wrapper to indi- 
cate the contents as follows: 

If a subscription is exempt from 
duty after September 1 the wrapper 
should show “Subscription accepted 
prior to June 2, 1931.” If it is a club 
package of dutiable copies, it should 
show “ copies at cents 
duty.” The customs revenue stamps 
attached thereto would verify the 
payment. If it is a mixed club pack- 
age, the endorsement should show 
“ copies subscriptions 
accepted prior to June 2, 1931. 
copies at cents duty.” The 
stamps will verify the proper 
amount. 

This arrangement will make it 
possible to continue club packages 
and secure the benefit of the U. S. 
postal rate that governs such ship- 
ments. Canadian customs officials 
have agreed to accept the statements 
of American publishers as to the 
date of the subscription order. 


Boyd and Haupt on 


Futura Publications 

David S. Boyd and William A. 
Haupt have joined the advertising 
staff of Futura Publications, Inc., 
New York. Mr. Boyd, recently with 
the New Yorker, spent nine years 
with the Curtis Publishing Company 
and two with Butterick. 

Mr. Haupt was president of the 
Fonda-Haupt Company, advertising 
agency, for 12 years, also serving 
Lord & Thomas and Logan and the 
Frank Presbrey Company. For the 
past two years he has been New 
England manager of the Melliand 
Textile Journal. 


Gabriel Back with 
Modest Schedule 


After two years’ absence from na- 
tional advertising, the Gabriel Com- 
pany, Cleveland, took a spread in 
the Saturday Evening Post of Au- 
gust 15 to announce a thermostat- 
ically and automatically controlled 
shock absorber. 

Another page will appear Septem- 
ber 5. Future advertising depends 
on fall automobile business, C. L. 
Reely, vice-president of the Sweeney 
& James Company, said. 


Start “Consumer Demand” 

Consumer Demand will be issued 
from the Empire Building, Seattle, 
as a monthly for the food industry. 
T. Johnson Stewart, former adver- 
tising manager for the Pacific Coast 
Biscuit Company, is editor-manager 
and George S. Clark, for 15 years 
with the Northwest Farm Trio, is 
advertising manager. 


Place Yacht Copy 
William H. Denney Company, New 
York agency, is handling the adver- 
tising of John H. Wells, Inc., naval 
architects of New York. Class mag- 
azines, yacht journals and direct 
mail will be used. 


Release Silent Portable 

Remington Rand, Buffalo, N. Y., 
will release a noiseless portable type- 
writer on August 24. 


a 


August 22, 1931 


BUSINESS WEEK 
BOOSTS RATES; 
EXPLAINS WHY 


New York, Aug. 20—The Busi- 
ness Week has announced an in- 
crease in its base rate from $600 
per page on a 13-time basis to $750, 
effective August 20. Other rates will 
be increased in proportion. This an- 
nouncement and the reasons behind 
it make an especially interesting 
story at a time when there is con- 
siderable pressure for lower adver- 
tising rates, on the argument that 
commodity prices are lower, the 
average reader has less purchasing 
power than heretofore, and that 
therefore the same volume of cir- 
culation is worth less than in pros- 
perous times. 

According to Jay E. Mason, pub- 
lishing director of The Business 
Week, the argument based on com- 
modity prices is not applicable, due 
to the fact that commodities and 
commodity prices account for an 
almost insignificant part of the pub- 
lishing expense, and because com- 
modity prices are 
dangerously low point. 

Mr. Mason believes that to a con- 
siderable extent the current depres- 
sion is the result of deflation, in 
which price cutting has played a 
distressingly large part. If this 
process continues to spread, he sug- 
gested, wage reductions, in spite of 
general efforts to the contrary, are 
bound to follow, and the operation 
of a vicious circle will be set in 
motion, as it has already begun to 
appear. 

Publishers above all others, on 
account of their function of giving 
guidance and information to the 
public, should do everything possible 
to prevent price-cutting (as con- 
trasted with cost reduction), wage 
reductions and other depressing and 
depression-producing moves, he said. 
To do business themselves at no loss, 
to say nothing of a reasonable profit, 
based upon the cost of the services 
which they are rendering to their 
readers and to their advertisers, is 
the obvious policy for them to 
pursue. 

On this point, Mr. Mason said 
nearly 60 per cent of Business 
Week’s expenditures are for salaries, 
which go to the men who are pro- 
ducing the service which the paper 
renders. No advertiser would sug- 
gest that this service be cheapened 
in character or quality through the 
abandonment of any of the paper’s 
functions. Wages, another item, 
should be maintained; paper and ink 
are already at minimum prices, and 
postage and miscellaneous expenses 
are irreducible. 

Another analysis along this line 
shows that nearly 80 per cent of the 
paper’s costs are for direct services 
to the advertiser, leaving approxi- 
mately 20 per cent for selling and 
related expenses, a reduction of one- 
half of which would affect total 
costs to the extent of only 10 per 
cent, even if such a drastic reduction 
were possible. 

Incidentally Mr. Mason commented 
that it so happens that with the 
exceptionally keen direct and per- 
sonal interest and control, especially 
as to buying, which executives in all 
lines of business are now exercising 
in the work of their companies, cir- 
culation among this class is actually 
more valuable than ever before. 

“The fact is that with a service 
to reader and therefore to the adver- 
tiser which present conditions render 
more vital than ever, the value we 
offer justifies substantially more 
than we shall charge for it,” said 
Mr. Mason. 

ADVERTISING AGE asked the opin- 
ion of Lee Bristol, president of the 
A. N. A., on the Business Week an- 
nouncement, in view of Mr. Bristol’s 
discussion of magazine rates in 
general, printed on page 1 of this 
issue. He said that the reasons given 
for the increase, especially as to the 
closer attention to details now being 
given by business executives, are not 
incompatible with the views he 


expressed. 
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ADVERTISING AGE 


WRIGLEY COPY 
SUPPLEMENTED 
BY RAZOR DEAL 


To Teach Public to “Buy It by 
the Box” 


Chicago, Aug. 20—The Wm. Wrig- 
ley Jr. Company has bought two 
million razors and ten million blades 
in a sensational deal designed to ed- 
ucate the public to buying Wrigley’s 
by the box. 

While the company offers special 
deals regularly to the trade, the new 
consumer premium, consisting of a 
carton of 20 five-cent packages of 
Double Mint and a Gem safety razor 
with two blades, is the first offered 
in many years. 

The consumer deal is a part of a 
special offer to retailers, consisting 
of a carton each of Spearmint, Juicy 
Fruit and Double Mint and one Gem 
razor packed in a case with five 
blades. 

This merchandise costs the dealer 
$2 and has an established resale 
value of $4. The consumer deal is 
packaged separately in a box suit- 
able for counter display. The gum, 
for the first time, is packed in a 
tray carton wrapped in cellophane. 

There is a price card, with a pin 
clip for attaching to the razor case, 
which features the suggested retail 
price of $1.25 for the gum and razor. 
Resale of all the merchandise in the 
retailer’s deal at suggested prices 
gives him a gross profit of $1.25 on 
the $2 investment. 


Announcement to Trade 


The dear is being announced to 
the trade as “your pet customer 
offer.” Dealers are told that the 
Wrigley company has adopted this 
means of helping them build good 
will with regular patrons. 

As long as the supply of razors 
lasts, the dealer may accommodate 
as many of his “pet customers” as 
he wishes, as the company has set 
no limit on the number of deals he 
may buy. In fact, if demand war- 
rants, the company may increase its 
original purchase. 

The company will not advertise 
this offering or others likely to fol- 
low, with more than the price card, 
the plan being to continue the pres- 
ent heavy schedule of straight prod- 
uct advertising, which has the effect 
of making deal sales easier. 

The company’s objectives are: 

To accustom consumers to buy by 
the carton, as consumption of con- 
venience goods is greatly accelerated 
when the consumer is _ plentifully 
supplied. 


To make regular users of Wrig- 
ley’s of patrons of other brands. 


To shut out competition and to 
automatically compel dealers to push 
Wrigley’s by loading them with a 
reserve stock. The dealer must buy 
two extra cartons of gum to secure 
a consumer deal. 


To bring the product to a pre- 
ferred display position in retailers’ 
stores. 

A razor was chosen because of its 
universal appeal to both men and 
women, because it is an article 
which many dealers will want for 
themselves, and because, since it is a 
staple with the drug trade, the deal 
" especially attractive to drug out- 
ets. 


Seeks Movies for 
Fight on Accidents 


Senator Davis, of Pennsylvania, 
said in an address over Station 
WTIC, Hartford, Conn., August 14 
he will seek a Congressional appro- 
priation for one-reel motion pictures 
to combat accidents. 

The movies will feature first-aid 
methods. Sixty-five per cent of all 
deaths from injuries could have been 
avoided if the victims had received 
——- and efficient first aid, he 
Said. 


WRIGLEY OFFER 


Fred Millis Is 
Manufacturer 
of Machinery 


Indianapolis Aug. 20—F red Millis, 
widely known for his work in na- 
tional co-operative trade association 
advertising, is going into the manu- 
facturing business. Whether that 
means he is going out of the adver- 
tising business is a question he did 
not answer. 

Mr. Millis has organized the Econ- 
omy Machinery Corporation, whose 
business, he announced, will be to 
build and sell machinery and mer- 
chandising equipment to ice cream 
manufacturers. He is president of 
the new corporation, other officers 
being R. E. Hall, secretary, and 
J. R. Millis, treasurer. Both hold 
the same offices in the Millis Adver- 
tising Company. 

George O. Browne, vice-president 
of the agency and in charge of its 
sales operations since Charles J. 
Pettinger sold his interest to Mr. 
Millis last fall, will be the general 
sales manager of the new company, 
the announcement said. 

In view of the fact that the 
$4,300,000 four-year co-operative 
campaign of the furniture industry 
was canceled last month after only 
two years of operation, and that the 
$5,000,000 four-year campaign of the 
laundryowners ended this summer, 
both being Millis campaigns, Indian- 
apolis advertising men are specu- 
lating with interest on the relation- 
ship between the new manufacturing 
company and the advertising agency. 
Mr. Millis said, however, that the 
two have no connection. 


Seattle Club Has 
New Working Plan 


Under a new operating plan, the 
Advertising Club of Seattle will 
have a plan board made up of the 
officers. Three vice-presidents will 
supervise nine directors, each of 
whom will have charge of one active 
committee. Newly appointed chair- 
men: 

Membership, Leon F. Moore, Elec- 
trical Products Corp.; program and 
entertainment, Arthur FE. House, 
House Advertising Agency; round 
table, Claude Arnold, Arnold-Mor- 
gan Advertising; budget and audit, 
Jessie M. Landwehr; 

Constitution, Warren E. Kraft, 
Erwin, Wasey & Co.; social activ- 
ities, Harry Strang, Diers Printing 
Co.; “Advertising Speeds Up Busi- 
ness,” Webster R. Harrison, Seattle 
Engraving Co.; university contact, 
Henry A. Burd, University of Wash- 
ington; women’s activities, Jessie 
Landwehr; reception and attend- 
ance, R. C. Millspaugh, the Bon 
Marche. 


Mason Warner Handles 
Blue Valley Mayonnaise 


The newspaper campaign for Blue 
Valley Mayonnaise, a new product 
of the Blue Valley Creamery Co., 
Chicago, is being placed by the 
Mason Warner Company, Chicago. 

ADVERTISING AGE reported this 
was in the hands of Rogers & Smith. 


Outdoor Company 
Will Pay 15 Per Cent 


Effective at once, the Metro Out- 
door Advertising Corp., New York, 
will pay advertising agencies a 15 
per cent commission on national and 
local business. 

The company operates in 28 states. 


BUY NATIONAL 
TRADE JOURNALS 


New York, Aug. 21—Following 
the sale of the publications of Na- 
tional Trade Journals and subsidia- 
ries to the Neyoci Corporation for 
$275,000, Joseph M. Wright, presi- 
dent of Neyoci, announced that three 
papers in the group have been sold. 

Heating and Ventilating Magazine 
was purchased by Industrial Press, 
publisher of Machinery; Architec- 
tural Forum was sold to Howard 
Myers, its former publisher and as- 
sociates, while Good Furniture and 
Decoration has been bought by 
Harry V. Anderson, publisher of 
Interior Architecture and Decora- 
tion, who will combine it with the 
latter. 

Mr. Wright said negotiations for 
sale of some of the other papers are 
under way. The personnel of the 
Neyoci Corporation will not be 
known until transfer of title next 
week. In the meanwhile, all of the 
papers will continue publication 
without interruption. 

Mr. Wright and his associates 
have bought National Plan Service 
and will operate it independently. 

Other papers concerned are Na- 
tional Cleaner and Dyer, Motorship, 
Diesel Power, Fishing Gazette, Can- 
ning Age, Butchers’ Advocate, Mo- 
tor Boat and Specialty Salesman 
Magazine. 


Lum to Join Smith 

Merritt Lum, formerly with the 
A. W. Shaw Company, Chicago, and 
the McGraw-Hill Publishing Com- 
pany, New York, will join the W. 
R. C. Smith Publishing Company, 
Atlanta, September 1. He wiil be in 
charge of one of the company’s in- 
dustrial publications. He has been 
with the Philadelphia branch of 
Sears, Roebuck & Co., Chicago, re- 
cently. 


Kite Is Promoted 
by “The Chicagoan” 


M. C. Kite, who has been manager 
of local advertising for The Chica- 
goan, Chicago, has been advanced to 
the post of advertising manager of 
the magazine, effective August 20. 

He has been with the publication 
for the past two years, and formerly 
was on the advertising staff of the 
Chicago Herald and Examiner. 


Two for Reach 

The National Motors Manufactur- 
ing Company, Irvington, N. J., 
manufacturer of Day-Elder Moto 
Trucks, has appointed the Charles 
Dallas Reach Agency, Newark, N. J., 
to handle its advertising. This agency 
also has been named to handle the 
advertising of Lovett’s Nursery, 
Little Silver, N. J. 


Lucas Promoted 
Ottis Lucas, who has been in the 
sales promotion department of the 
Studebaker Corporation, South Bend, 
Ind., for three years, has been ap- 
pointed advertising manager, suc- 
ceeding the late M. F. Rigby. 


Harper with Willys 
Harry B. Harper has become vice- 
president in charge of sales for the 
Willys-Overland Company, Toledo. 
He has been with the Studebaker 
Corporation. 


Promotion for Dodd 
Alvin E. Dodd, who has been as- 
sistant to the president of the 
Kroger Grocery & Baking Co., Cin- 
cinnati, has been appointed vice- 
president in charge of the merchan- 
dising division. 


Joins Cornell 
W. L. Chesman, former vice-presi- 
dent of Erwin, Wasey & Co., and 
recently with Doremus & Co., both 
of New York, has joined the Paul 
Cornell Company as an account 
executive. 


Joins “Photoplay” 
Joseph J. Finn, formerly with 
Liberty, has joined the Western ad- 
vertising department of Photoplay 
at Chicago under Curtis J. Harrison. 


Greyhound Gets Rieden 

James J. Rieden, late of the San 
Francisco Call-Bulletin, has been ap- 
pointed advertising director for the 
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So | Ups to Him 


If it wasn’t for an inherently good bringing up, we'd 
be disgracing the family every day by stopping peo- 
ple on the street and asking them questions about 
themselves. We like to know about people. We like 
to know what kind of a job they have. How much 
money they're making? Where they got that suit? 
What kind of a car they have? 

We have a feeling that Emily Post wouldn't ap- 
prove of this and we're pretty certain that we don’t 
have the instincts of a gentleman or we wouldn't be 
so curious about things which don’t concern us. Our 
only alibi is that we are a firmly established human 
being, and we find that we have company in our 
shame. 


Especially do we have the companionship of ad- 
vertising space buyers. Of all the curious people 
these are the worst. Before they buy they want to 
know what they are buying. They want to know 
everything about everybody. So we give forthwith 
the occupations of the heads of Scribner families. 


Manufacturers- - - - - - 8.9% 
Building and Industry - - - 5.0% 
Financiers - - - - - « «= JFO® 


Retail Merchants - - - - - 
Wholesale Merchants - - - 
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9.9% | 
19.8% 
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And when you have digested that, we hit you 
again with the further fact that 30% of Scribner's 
readers are Directors and 40% are Executives. And 
we follow that up with the news that these readers 
are also thinkers and when they think the millions of 
others act. And we leave you resting uncomfortably 
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Pacific Greyhound Lines, Portland. 
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Trade Promotion 


The recent decision of the furni- 
ture industry to discontinue its four- 
year advertising campaign, after 
having completed half the program, 
is indicative of the difficult condi- 
tions which have been confronted 
by trade organizations conducting 
cooperative advertising activities. 

Many other associations, conduct- 
ing less ambitious programs, have 
been similarly handicapped by re- 
duction of revenues, and have been 
compelled to forego their work in 
this direction. Some have even dis- 
continued operations altogether. 

Because of the fact that co-oper- 
ative advertising through trade as- 
sociations on behalf of industrial 
groups has been one of the most in- 
teresting and characteristic develop- 
ments of the past decade, the trends 
in this field are worthy of serious 
consideration by those who have felt 
that joint action represents a splen- 
did type of advertising and promo- 
tional effort. 

Certain it is that many of the 
problems of manufacturers in cer- 
tain fields can be solved only by or- 
ganized and co-operative effort, and 
in most cases by intelligent adver- 
tising directed to the consumer and 
trade groups whose sentiment and 
action determine the success and 
prosperity of the industry as a 
whole. 

Does the reduction in the scope 
of association activities, and the 
elimination of advertising by many 
of them, mean that this field will no 
longer be a factor in advertising? 
Or does it mean simply that for the 
time being, with many businesses op- 
erating on a more restricted basis, 
co-operative advertising must take 


by Associations 


a secondary position? 

Probably the latter is the case; 
but the difficulties which have been 

et with are sufficient to indicate to 
those concerned with trade promo- 
tional work the necessity of setting 
t up hereafter on a sounder basis, 
both as to the objectives to be rea- 
ized and the methods of obtaining 
revenue. 

It is especially important that the 
plan for co-operative advertising be 
worked out along lines which are 
highly practical and can be realized, 
and with due regard to the possibil- 
ities of financing the proposed effort. 
Making the objectives just as tangi- 
ble, concrete and specific as possible 
s one of the best ways to sell the 
plan to the industry, and to keep it 
sold. It is when both the end in 
view and the results to individual 
companies are largely intangible 
that co-operative programs fall by 
the wayside under the stress of dif- 
ficult business conditions. 

It is likewise to be noted that the 
older trade associations, which have 
carried on co-operative advertising 
over a long period of years, are usu- 
ally found to be going ahead, even 
though on a somewhat restricted bud- 
get. Just as in the case of individ- 
ual advertisers, the industry group 
which is consistent in the operation 
of a campaign covering a number 
of years finds itself in such a def- 
initely improved position at the end 
of that time that it can see the profit 
side of the investment which it has 
made in co-operative advertising. 

There are even fewer flash-in-the- 
pan successes in the association field 
than among individual users of ad- 
vertising. 


Establishing Standards of Value 


A rather significant statement was 
included in the news of a big de- 
partment-store sale recently. This 
store was endeavoring to convince 
its local public that values were de- 
cidedly greater, that prices had been 
lowered substantially, and that the 
time to buy had arrived. In order 
to convince those who were skeptical 
on this score, a great many nation- 
ally advertised lines were included 
in the sale. They were the standards 
of value which were intended to 
show the trend in price reduction. 

The significance of the news story 
lay in the fact that unless the brand, 
and the quality and value it repre- 
sented, was well-known to the pub- 
lic, the latter had no means of de- 
termining whether the offerings of 
the retailer were as attractive as 
claimed. The advertised brand rep- 
resented certain definitely known val- 
ues, because it was established in the 
mind of the consumer that the brand 
represented a uniform quality, with 
which she had had experience. 

Since many consumers who had 
failed to respond to advertising of- 
fering reduced prices as an attrac- 
tion did so on the ground that while 
the prices had been cut, the quality 


also had been reduced, the introduc- 


tion of national brands into retail 
merchandising at this state empha- 
sized the recognition by the retailer 
of the standards of value which had 
been established by these names. 

The national advertiser is not al- 
ways desirous of having his products 
used as a means of attracting cut- 
price business, since uniformity of 
values at all retail outlets is the 
ideal situation for him. “Predatory 
price-cutting,” as it is sometimes 
called, has been used too often for 
comfort, as far as he is concerned, 
and he would just as soon have the 
demonstration of values made in 
some other way. Since it has been 
made, however, by the presentation 
of advertised brands, both the dealer 
and the consumer are given graphic 
evidence of the power of those names 
in establishing confidence in the val- 
ues offered. 

In a_ period when commodity 
prices, including both specialties and 
staples, are drifting lower, the final 
evidence that the consumer must 
have standards by means of which 
to gauge values is once more proof 
of the importance of advertising in 
identifying quality and hence sup- 
plying a yardstick available to all 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


286. The Public State of Mind. 


Though True Story describes it- 
self as the magazine of the wage 
earner, it has gone aristocratic in 
this piece of research material. It 
is too handsome to be described, so 
advertisers who are looking for new 
ideas would do well to send for it. 
The book presents a study in edi- 
torial appeals of various magazines, 
with some letters from readers 
which throw light on the position it 
holds in its field. 


287. Home Consumption Products in 
Hawaii 


The Honolulu Star-Bulletin is the 
author of this study of Hawaii as a 
market. One of the features of the 
60-page booklet is a comparison of 
the relative popularity of brands, 
based on an analysis of the stocks of 
373 retail establishments. The sur- 
vey also throws light on the ques- 
tion of distribution. The leading 
cereal, for instance, was found in 
only 199 out of 373 stores. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 


This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 


able for more uses than worship 
alone. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
‘ng Records. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums, 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 


in the measurement of values. 


Elevated System and Suburban Sys- 
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—Men’s Wear 


Voice of the Advertiser 


Another Angle on 
Local-National Rates 


To the Editor: I note the comment 
by Frank E. Tripp and J. W. Mar- 
tin on the subject of local and na- 
tional rates. 


Neither of these gentlemen has 
mentioned the vital point, which is 
the comparative situation of each 
of these types of advertisers. 


The local advertiser is in an en- 
tirely different position from the na- 
ticnal advertiser, because he has one, 
two, or at most, a few retail outlets 
by which he can profit by the news- 
paper’s circulation, and a sharply 
limited drawing territory, usually 
confined to the city and immediate 
suburbs. 


The national advertiser in most of 
the major markets has scores or 
hundreds of retail outlets in the 
same city and suburbs, and in addi- 
tion, the thousands of retail outlets 
in adjacent towns and cities of the 
territory. He can profit from the 
entire suburban and “country” cir- 
culation in several states, in some 
instances. 


These facts seem unknown to even 
the lagest agencies, which is surpris- 
ing, considering the wide-spread dis- 
tribution and sales of many of their 
clients. 


Certainly this presents the news- 
paper with two entirely distinct 
problems which concern its particu- 


tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 
goods every year. 


214. The Place of the Trade Paper 
in the Advertising Plan. 


In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


lar paper and territory, and which 
the agency could no more detemine 
for it than the newspaper could set- 
tle purely agency matters. 


CARLE D. BROWN 
Mgr., National Advertising, 
Salt Lake Tribune-Telegram 
Salt Lake City, Utah 


* * * 


Another Kind of 


Rate Controversy 

To the Editor: Many advertisers 
have been forced to reduce the prices 
of their goods, because of economic 
conditions. 

Many of these same advertisers 
have been forced to curtail their 
traveling forces because of high sell- 
ing expense. One of the greatest 
factors in selling costs is hotel 
expense. 

Yet, while the prices of practi- 
cally every commodity have declined, 
hotels in general have made no effort 
to adjust their rates. 

F. C. HARLEY 

Secy., Hotel-Travelers Associates, 

Boston 


*- * * 


How to Get Contracts 


To the Editor: I was interested 
in your editorial in the August 1 
issue, “What’s a Good Advertising 
Buy?” I don’t feel that cutting ad- 
vertising rates will solve the prob- 
lem of the advertiser or the pub- 
lisher. It seems to me that the 
publication that can offer some work- 
able merchandising feature to its 
advertisers is the publication that 
will get business. 


Certain merchandising features 
we have offered advertisers have not 
only brought us new accounts but 
have caused old advertisers to in- 
crease their schedules with us. The 
figures show we have led all 
monthly publications every month 
since January in increased lineage. 


HuGH J. BLAKELY 
Director of Adv., 
Extension Magazine, 
Chicago 
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ADVERTISING AGE 


THAT RUSSIAN 
EXPERIMENT IS 
CARMODY TOPIC 


Chicago, Aug. 20—“‘The Govern- 
ment is the only advertiser in Rus- 
sia and it has raised its publicity to 
a degree of efficiency and thorough- 
ness never equalled in this country,” 
John M. Carmody, editor of Factory 
& Industrial Management, told the 
business editors of Chicago at a 
luncheon today. 

Mr. Carmody returned two weeks 
ago from an eight weeks’ tour of 
Russia in which he traveled 10,000 
miles observing industrial operations 
for the McGraw-Hill Publishing 
Company. 

“There are signs and slogans 
everywhere” he said. “There are few 
radios in the country but in most 
cities there are loud speakers in the 
main streets which broadcast many 
speeches and some music; there are 
many newspapers and magazines 
although paper is a scarce commod- 
ity; factories give close attention to 
their bulletin boards and house or- 
gans for employes; and there are 
bulletins in every public building 
and public vehicle.” 

Mr. Carmody said American man- 
ufacturers have sold thousands of 
machines of all kinds to Russia, and 
none failed to collect. 


No Sales Problem 


“Russia is unique among nations 
today in that it faces no domestic 
sales problem,” he said. “You learn 
to buy a thing when you see it, for 
a few hours later it will probably 
be gone. 

“The rate of turnover of consumer 
merchandise is high. There is a 
shortage of everything. Trains are 
crowded and people wait in stations 
for hours, and sometimes days for 
accommodations on trains. There is 
not enough clothing to supply the 
demand. 

“Russian industry today, operat- 
ing on the five-year plan is concen- 
trating upon the production of large 
machines and tools with which to 
make consumer merchandise, and is 
manufacturing just enough con- 
sumer goods to satisfy the needs of 
the people. Practically all imports 
are of machinery and _ industrial 
equipment. 

“The consumer goods that are 
produced are sold to the govern- 
ment, which distributes them to 
stores where they can be bought by 
any one who has the money.” 


Baker to Be Club’s 
Anniversary Guest 


Newton D. Baker, former secre- 
tary of war, will be one of the 
speakers at the 30th anniversary 
celebration of the Cleveland Adver- 
tising Club September 28-30. 

A. H. Madigan, of the W. N. 
Gates Company, publisher of rail- 
road magazines, is chairman of the 
committee in charge, Will S. Gilbert, 
of W. G. Wilson, being vice-chair- 
man. 


Durium Resumes Its 
Newspaper Schedule 


After a reorganization with Ralph 
Maxson as president, the Durium 
Products Corp., New York, has re- 
sumed advertising in key newspapers 
to feature a new method of phono- 
graph recording. 

A new “Hit of the Week” will be 
released to cigar and drug stores to 
sell for 15 cents. Erwin, Wasey & 
Co. handle the account, Sherman 
Pratt being account executive. 


H.C. Daych Joins 
“American Weekly” 


Herman C. Daych, Western ad- 
vertising manager of Forbes Maga- 
zine, with headquarters in Chicago, 
has resigned to join the Western or- 
ganization of American Weekly, of 
which J. D. Meigs is manager. 

The change was effective August 
17. Mr. Daych’s successor with 
Forbes Magazine has not been an- 
nounced, 


DESCRIBES RUSSIA 


John M. Carmody 


Nocare Ready 
to Market Its 
New Radiator 


New York, Aug. 20—Herbert E. 
Young, former vice-president in 
charge of sales for the Grigsby- 
Grunow Company, radio and refrig- 
erator manufacturers of Chicago, 
has become vice-president in charge 
of distributor and dealer organiza- 
tion for the Nocare Electric Radiator 
Corporation, which will market a 
new electrical specialty. He will 
also be a director. 

Mr. Young’s appointment is re- 
ported to have followed acceptance 
of his survey of the home appliance 
market by Harry G. Glass, president 
of the company. Mr. Glass spent 15 
years with the Hoover Company, ris- 
ing to sales manager. 

The Nocare Company has spent 
three years in preparing its product 
for the market. The specialty is a 
portable steam radiator which 
through electrical heating develops 
ten pounds of steam pressure a few 
minutes after connection with an or- 
dinary lighting socket. 

The radiator, of the usual steam 
type and design, is made by a na- 
tionally known manufacturer, while 
the electrical equipment is provided 
by the General Electric Company. 

Herbert O. Sauer, at one time in 
charge of the display department of 
the National Cash Register Com- 
pany and later director of company 
publications for the Hoover Com- 
pany, is advertising manager for 
Nocare. 


Bowen Expanding 


Scott Howe Bowen, Inc., radio 
station representatives of New York, 
announce the opening of two new 
offices. One is at San Francisco in 
charge of Wilbur Eickelberg and H. 
J. Grieg; the other is at Omaha, 
Neb., in charge of Ernest Bader. 

Howard S. Maughan, until re- 
cently with the J. Walter Thompson 
Company, has joined the New York 
staff of Scott Howe Bowen. 


Agency for Fairchild 


The Fairchild Publications an- 
nounce the appointment of the Frank 
Presbrey Co., New York agency, to 
handle Fairchild advertising. G. R. 
Hart is the account executive in 
charge. Fairchild papers include 
Women’s Wear Daily, Retailing, 
Daily News Record, Man, Style 
Sources, Men’s Wear and Fairchild’s 
International. 


Attendance Record 
Set in Rochester 


A new attendance record was set 
during the 1930-31 season, the 
Rochester (N. Y.) Advertising Club 
reported. 

An average of 255 members at- 
tended 45 meetings for a total of 
11,476. The best previous average 
was 242 in 1925. 


Making New Pilots 


Arthur Mason, Portland (Oreg.) 
advertising man, has become sales 
manager of the Tex Rankin School 
of Flying, Portland, and is featuring 
a special course in flying for busi- 
ness and professional men, 


during Pharmacy Week. 


AMERICAN 
DRUGGIST 


One of the Hearst Business 
Magazines...57th Street 
at 8th Avenue, New York 


| 
| 


NATIONAL 
PHARMACY 
WEEK 


October 11 to 17, 1931 


If it is important that you advertise 
to the druggist—it is more impor- 
tant that you advertise to him 


The Special 


Pharmacy Week 


Issue of AMERICAN DRUGGIST 
offers its advertisers... 


@ 25,000 A.B. C. 


Circulation 


The largest net paid circulation of any 


magazine in the drug field. 


@ 10,000 extra circulation 
-.. at no extra cost 


10,000 


prescribing-physicians will re- 


ceive complimentary copies of this de- 


luxe edition. 


@ Reader Interest 


Articles 


on the history and romance of 


pharmacy will make it the most interest- 


ing issue of any magazine ever pub- 
lished in the drug field. 


@ Long Life 


Formulas and tabulations of important 


remedies, herbs, drugs, etc. will provide 


the reference properties of a year book. 


No increase in advertising rates. 


Last forms close September 18th. 


Scrutinize 
Labeling of 


Vitamin Foods 


Washington, D. C., Aug. 20— 
Tests of so-called vitamin foods and 
confections by the Federal Food and 
Drug Administration have shown 
that there is “a great deal of exag- 
geration” in the labeling of many of 
these products and a considerable 
number of seizures have been made 
in cases where definite misbranding 
was believed to exist, according to a 
statement by Dr. P. B. Dunbar, As- 
sistant Chief of the Administration. 


The public has been mulcted of 
large sums and the health of many 
individuals doubtless has been en- 
dangered by deceptive or false label- 
ing of such products, Dr. Dunbar 
said. As a result, the Administra- 
tion shortly will add another bio- 
assayist to its staff to devote his 
time to tests of food products and 
drugs labeled as containing vita- 
mins. 

About 150 vitamin tests of food 
and drugs made indicate there are 
some valuable vitamin concentrates 
on the market, Dr. Dunbar said, 
while other preparations labeled as 


nutritional adjuncts are ordinary 
food products or less. 

Tests of aqueous alcoholic cod 
liver oil, for instance, have failed to 
show a single preparation which 
contains a significant amount of the 
cod liver oil vitamins A or D, he 
said. 

He explained that the public is 
decidedly “health conscious,’ and 
usually reacts favorably to health 
claims. 


Too Much Advertising, 
Says Oakland Manager 


Ossian E. Carr, new city man- 
ager, of Oakland, Cal., says one of 
his first projects will be to halt dis- 
tribution of pamphlets, theater pro- 
srams, and other advertising direct 
to homes by carriers. 

Complaints from citizens inspired 
his decision. 


“Special” Is Dead 
Albert Vincent Mills, for ten years 
with Cone, Rothenburg & Noee, New 
York, newspaper representatives, 
died at the home of his brother in 
~_— N. Y., this week at the age 
0 ; 


Form Tax Society 
The Retail Sales Tax Association 
has incorporated in Indianapolis, 
Ind., its purpose being “to educate 
the citizens as to the advantages of 
a retail sales tax.” 


July Lineage 
of Newspapers 
Is Below 1930 


New York, Aug. 20—July adver- 
tising in 119 newspapers in 30 
cities was 7.9 per cent below that 
of July, 1930, the New York Eve- 
ning Post reports. The lineage for 
July, 1931, was 9,017,380, a loss of 
777,680 from 9,795,060 for July, 
1930. 


All classifications contributed to 
this decline. National advertising 
in July, 1931, aggregated 2,453,492 
lines, a loss of 167,380; local adver- 
tising fell to 4,828,818, a loss of 
579,728; and classified dropped to 
1,735,070, a loss of 30,572. 

Classified advertising seems al- 
most impervious to depressed busi- 
ness conditions, its loss being con- 
siderably smaller than local and 
national. 


Singer Veteran Passes 


John A. Reid, vice-president and 
director of the Singer Sewing Ma- 
chine Company until his retirement 
three years ago, died at his home in 
Rye, N. Y., this week at the age of 
73. He was with the Singer com- 
pany for 54 years. 
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18 MAGAZINES 
MAKE GAIN AS 
TOTAL SLUMPS 


New York, Aug. 20—While mag- 
azine advertisers always take a 
breathing spell in August, the de- 
cline from normal was more pro- 
nounced this year than at any time 
since August, 1925. The current fig- 
ure is $10,008,413. 

Only two of the 23 classifications 
reported by National Advertising 
Records did more magazine adver- 
tising in August than in July. The 
tobacco field is still extending yeo- 
man efforts, spending $427,766 in 
August magazines, while schools, 
camps and correspondence courses 
boosted their expenditure from 
$290,783 in July to $317,134 in Au- 
gust. 

Building material advertising fell 
from $515,187 in July to $295,020 
in August, while confectionery and 
soft drinks slipped from $2,657,870 
to $2,209,656. Other classifications 
showed smaller decreases. 


Eighteen Report Gain 


American Legion Monthly, Boy’s 
Life, Open Road for Boys, Parents’ 
Magazine, Physical Culture, Screen 
Book, Sunset Magazine, True Con- 
fessions, Holland’s Magazine, True 
Story, Woman’s Home Companion, 
Fortune, American Weekly, The 
Business Week, Judge, Life, The 
New Yorker and Pathfinder carried 
more business in August, 1931, than 
the same month of 1930. 

Radio broadcasting for July, the 
last month for which complete fig- 
ures are available, fell from $2,825,- 
003 to $2,764,294. However, the two 
big networks, covered by these fig- 
ures, are having the best year in 
their history. 

If they maintain the pace set by 
the first seven months of the year, 
their 1931 revenue will be $34,551,- 


444, compared with $26,815,746 in 
1930. 

Advertising carried by national 
farm papers fell from $425,081 in 
July to $363,266 in August. Six 
farm papers covering special phases, 
increased their volume from $58,870 
in July to $66,536 in August. Line- 
age of state and sectional farm pa- 
pers fell from 450,972 in June to 
381,334 in July. 


Radio for Rings 

The Ostby-Barton Company, Prov- 
idence, R. IL., is featuring modern 
birthstone rings on the Yankee radio 
network. Rings are offered as prizes 
in a contest, prophecies concerning 
the lives of those born in each 
month accompanying each ring. 


Ochs in Wisconsin 

Accompanied by his brother, Mil- 
ton Barlow, Ochs, vice-president of 
the Chattanooga Times, Adolph S. 
Ochs, publisher of the New York 
Times, visited Kohler, Wis., where 
they called upon Wisconsin’s ex- 
Governor. 


New Work for Clark 
William L. Clark has been ap- 
pointed sales manager of the J. I. 
‘ase Company, Racine, Wis. 
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Offer Tie-up in 
Newspapers to 
Radio Users 


New York, Aug. 20—Newspaper 
Radio Programs, Inc., has_ been 
formed here to sell space in the 
radio sections of newspapers to radio 
advertisers as a tie-up with the free 
listings offered in expurgated form 
by the metropolitan dailies. 

The new company offers the classi- 
fied rate to advertisers, but gives 
them display preferred position. All 
such advertisements are grouped 
under the heading, “Today’s Radio 
Features.” 

The range for such copy is from 
10 to 56 lines, one column. The com- 
pany sells this space only under a 
combined rate for all of the 14 met- 
ropolitan dailies. 

Agencies will be allowed the usual 
15 per cent, but there is no cash 
discount. 

George B. David is president of 
the company, with A. J. Wells vice- 
president and general manager, and 
J. H. Weinberg secretary-treasurer. 
Offices are at 2 Park Avenue. 


Domestic Use of 
Electricity Growing 


Domestic use of electricity for 
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light and power is increasing at the 
rate of nearly 1,200,000,000 kilowatt 
hours a year, the National Electric 
Light Association, New York, re- 
ported, on the basis of sales for the 
first half of 1931. 

New residential customers added 
to lines brought the total up to 20,- 
350,000, while the average annual 
consumption increased from 548 to 
563 kilowatts. 


Appoint Ray Speicher 

_ The Case-Shepperd-Mann Publish- 
ing Corp., New York, has appointed 
Ray L. Speicher merchandising 
counselor for Electricity on the 
Farm. Mr. Speicher was formerly 
with the Atwater Kent Mfg. Co., 
Philadelphia, and later advertising 
director of the National Electric 
Products Corp. 


Use Refrigerators For 


Biscuit Distribution 
_The Ballard & Ballard Co., Louis- 
ville (Ky.) flour millers, has pur- 
chased 50 trucks, equipped with re- 
frigerator bodies, for distribution of 
aad Oven Ready buttermilk bis- 
cuit. 
Either cracked or dry ice can be 
used 


Celebrate Birthday 


The Louisville (Ky.) Poster Ad- 
vertising Co. is celebrating its first 
birthday, at the same point pointing 
out that its personnel is made up of 
seasoned outdoor advertising men. 
C. J. Cronan is president. 


Plan Miller Fair 
The Miller Rubber Company, 
Akron, O., will hold its annual 


Miller Rubber Fair Week from 
October 1-10. The fair atmosphere 
is carried out with canopies over 
drug store booths. About 600 stores 
co-operated last year. 


Issue Rose Patent 


The first plant patent ever issued 
by the United States Patent Office 


has been granted Henry F. Bosen- 
berg, New Brunswick, N. J., on an 
everblooming rose, 


STRESS VALUE 
OF ADVERTISING 
IN DEPRESSION 


Department of Commerce Is- 
sues Warning . 


Washington, D. C., Aug. 20.—In 
one of the few pronouncements of 
the kind ever issued, the United 
States Department of Commerce 
placed its seal of approval on in- 
telligent advertising, with special 
emphasis on its value during a 
depression. 

“Intangible assets may be de- 
creased in value only when a firm 
fails to advertise,” said an oral 
statement by the Department. “The 
organization which advertises during 
depression will find its intangible 
assets worth more when the depres- 
sion is over than before it started, 
even though tangible assets may be 
reduced 50 per cent. 

“Thus when business is again 
financially normal, this firm will be 
in better shape than it was before 
business dropped. 

“Although it takes years to de- 
velop intangible assets, they may be 
reduced to little or no value in 
months. A trade-name may be the 
proverbial ‘household word’ today, 
but it may be forgotten and almost 
worthless in August, 1932, if it is 
not kept before the public through 
advertising. 


Gives Illustration 


“Two firms, A and B, may face a 
depression with equal tangible and 
intangible assets. After a year of 
subnormal business, A decides to 
decrease advertising because of de- 
crease in tangible assets. B, with a 
similar decrease in tangible assets, 
continues advertising at a normal 
rate. 

“Two years later the depression 
ends. Business returns to normal. 
A, expecting to see tangible assets 
increase, finds that loss of prestige, 
good-will, and public ‘consciousness’ 
toward their product requires sev- 
eral more years of intense exploiting 
before these intangible assets may 
be redeveloped, and that tangible 
assets will not return to normal 
until intangible assets have done so. 

“B, on the other hand, finds its 
product as well known and well 
liked as before the depression, and 
tangible assets pick up at once. 

“Some firms value intangible as- 
sets at $1,000,000 or more. Others 
place an arbitrary value, such as $1, 
upon them. Their estimate is influ- 
enced by amount of dividends they 
wish to pay, condition of balance 
sheet, and figuring income tax. The 
tendency today is toward the lower 
estimate. 

“Regardless of the estimated value, 
however, the organization which ad- 
vertises normally during depression 
will find its tangible assets worth 
more when business booms than they 
were before the drop.” 


Get Hubbell Account 


Harvey Hubbell, Inc., manufac- 
turer of wiring devices and electri- 
cal specialties, has appointed Edwin 
Bird Wilson, Inc., New York, which 
will use magazines, business papers 
and direct mail. 


Agency for Furniture 


Hughes, Wolff and Co., Rochester, 


N. Y., have been appointed the 
agency for the Barnard & Simons 
Co., Rochester manufacturer of fine 
furniture, a non-advertiser hereto- 
fore. Trade papers will be used. 


New Chain Fee 
A filing fee is required for each 
chain store for which a license is 
issued, the Alabama Attorney Gen- 
eral has ruled. 


Bank Account Moves 
The advertising of the First Na- 
tional Bank of Chicago has been 


placed with Lord & Thomas and 
Logan. 


American and 
United Heal 
Differences 


New York, Aug. 20—The Amer- 
ican Tobacco Company and the 
United Cigar Stores Company have 
composed their differences and the 
latter will shortly be placed on the 
American’s direct buying list, it is 
said here. In return, United will 
resume featuring Lucky Strike ciga- 
rettes in its windows. 

The break between the two was 
caused by United’s failure to include 
Lucky Strike cigarettes among the 
brands featured in a deal. It is be- 
lieved the resumption of relations 
will take place September 1. 

Frank Riggio, who became assist- 
ant to his father, Vincent Riggio, 
vice-president and sales and adver- 
tising manager of the American To- 
bacco Company last June following 
the resignation of J. K. Fletcher, 
has been appointed general sales 
manager. He will have general su- 
pervision of Lucky Strike sales. 

The American Tobacco Company 
has reduced the price of Bull Dur- 
ham, suggesting a consumer price 
of 5 instead: of 8 cents. Though 
Bull Durham has received little ad- 
vertising support recently, it has 
a large sale in the South and 
Southwest. 


Sign Margarine Petition 

Petitions seeking repeal of the 
Oklahoma oleomargarine tax of ten 
cents a pound have been filed with 
the Secretary of State, bearing 
58,623 signatures. The petition may 
go on the next ballot for vote. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 
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HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 


ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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Women in 
Advertising 


Florence Griffin 


Cleveland, O., Aug. 20—Florence 
Griffin, prominent Cleveland adver- 
tising woman, who operates her own 
agency as “Florence Griffin, adver- 
tising and publicity,” is equally en- 
thusiastic about golf, swimming, rock 
gardens, biography and business. 

“T just have a circus in my work,” 
she says. And that is probably one 
of the reasons a local radio station 
has asked her to broadcast on “The 
Life of the Business Woman.” 


Miss Griffin started in the adver- 
tising business at 17 for Fuller & 
Smith as a copy clerk. At 21 she 
was advertising manager of the 
Howe Rubber Company, handling 
an annual appropriation of $70,000. 
From assistant advertising manager 
she stepped into the manager’s shoes, 
but did not receive his $7,000 a year 
salary. 

“TI was an ‘Innocent Abroad,’ ” she 
says in looking back on that experi- 
ence. “Why, I didn’t even know a 
half-tone from an agate line but I 
wouldn’t admit it to the boss.” She 
merely took the supply salesmen 
into her confidence. 


When she gave out a job, she 
told them, “Now I’m depending on 
you. If you aren’t right, I'll get 
even if it takes me the rest of my 
life.’ No one took advantage of her. 
She praises the salesmen for being 
responsible for her success on the 
job. 

From there Miss Griffin went to 
the Dunlap-Ward agency as assist- 
ant to the president, and later be- 
came sales promotion manager of 
the Cleveland Division of the Wes- 
tern Newspaper Union. Her success 
selling fiction serials and other 
syndicate material to small town edi- 
tors by telephone and direct mail at- 
tracted quite a bit of attention. Her 
methods were adopted by the syndi- 
cate throughout its branch offices. 

Then after five years as advertis- 
ing manager of the Standard En- 
velope Company, she launched her 
own agency two years ago. While 
her accounts are generally of the 


Dumbing Up the Broadside 


APARTMENT ILLS 


and HOW TO CURE THEM 


Recipe: Take one girl who is tired of a stuffy 
apartment where she docs all or of the 
cooking, cleaning and w about it, and 
her im Hall. 
give a xy pee 


~*~. + S the rest. = = + 


oceupancy.@ Come 
this evening —for 
dinner if you 
Our dining room 
is open to you. 


1588 Ansel 
Road 


Wade Park and Payne cars Vv Phone PEnn. 3300 


Some of Miss Griffin’s Had- 
don Hall copy. 


ADVERTISING AGE 


smaller type, her advertising has al- 
ways made money for her clients. 


When the exclusive hotel for wo- 
men, Devon Hall, was started in 
Cleveland with a capacity of 489 to 
be sold to make the venture pay, 
Miss Griffin handled the advertising 
which turned the trick. 

She did it by promoting inside in- 
terest and enthusiasm, and by using 
many small advertisements with 
catchy titles laid out to attract at- 
tention. 


Aside from biography, which she 
reads persistently because of the in- 
spiration she finds, she says her 
home looks like the magazine sec- 
tion of a book store. 


“From magazine articles and fic- 
tion,” says Miss Griffin, “I get ideas 


and inspiration that contribute di- 
rectly to my advertising work. 


“Modern fiction as the translation 
of contemporary life, changing just 
as conditions change, I find impor- 
tant in keeping a fresh outlook and 
remaining alert to the changing de- 
mands of advertising. So I devour 
it by the reams, preferring idealism 
to realism. 


“However I try to avoid letting 
business envelope me too completely 
which is the trouble, I am afraid, 
with many business women. They 
take themselves too seriously. They 
come to feel no one could replace 
them. 


“Unlike men, who can both work 
and play, women seem to be unable 
to let go of business once they begin 


to succeed. I have a friend who wore 
herself out at 40 selling insurance 
and died. Just as much insurance is 
still being sold.” 


To Extend Line 


Within the next year, the line of 
the Grigsby-Grunow Company, Chi- 
cago, will be extended to include 
electric washing. machines and other 
household appliances, it was an- 
nounced at the annual meeting of 
distributors. 


To Sell Television 


The Gold Seal Electric Co., New- 
ark, N. J., has been granted national 
sales rights to the television kits and 
associated products of the Conti- 
nental Television Corp. 


~s 


Pacific Coast Notables 
Visit Chicago Society 
Haywood Hunt, San Francisco 
typographer, was among the guests 
of honor of the Society of Typo- 


graphic Arts, Chicago, at a luncheon 
August 21. 


Others were Tom Cordis, of San 
Francisco; Harry Strang, of Seattle 
and Howard N. King, of York, Pa. 
An exhibit of San Francisco print- 
ing was shown. 


Slattery in Television 


Gerald H. Slattery, in charge of 
the broadcasting department of the 
Harry M. Frost Co., Boston agency, 
has also become manager of tele- 
vision stations WIXAV and 
WIXAU. 


The tendency is to think of special typography only as applied to display 
space advertising. Quite truly that is where it is most important and most 
economical. But broadsides also cost money and have to do their part 
of the selling job. They can be “dumbed up” by unintelligent typography. 
Catalog pages may be limp ana lifeless, or may sparkle with sales value. 
In circulars the finest copy can be killed. Booklets can be made ineffective. 
Books can be made actually less saleable. While a very large proportion 
of our work is done for advertisers and advertising agencies who have 
learned to depend on us for intelligent cooperation in the creation of out- 
standing space advertisements, we qualify as especially competent to bring 
out in type, the full sales-value of printed matter of every style and form.We 
offer what we believe is the greatest assortment of type-faces in NewYork— 
and an organization that knows what to do with it, in the shortest possible 
time. Ask us to prove it with proofs.”’ This advertisement is No.11 of a series, 


showing diversified design. Layout and typography by Lee & Phillips, Inc. 


- 


LEE & PHILLIPS, INC, Typographers Who Prove It With Proofs at 228 E. 45th Street 
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RETAILERS WIN 
NEW DEAL FROM 
BAS UTILITIES 


Co-operation Supplants Ruth- 
less Competition 


New York, Aug. 20.—After play- 
ing a lone hand for many years, the 
American Gas Association has made 
overtures designed to bring plumb- 
ing and heating dealers back into 
the picture as merchandisers of gas 
appliances. It has also banned utili- 
ties’ sale of appliances not directly 
related to the use of gas. 

This about-face on the part of the 
association is said to have been due 
to fear of unfavorable legislation, 
inability to promote the sale of ap- 
pliances’ effectively without co- 
operation from independent dealers 
and pressure from manufacturers of 
appliances. 

P. W. Donoghue, president of the 
National Association of Master 
Plumbers, has notified secretaries of 
local associations of the new situa- 
tion and advised them to have mem- 
bers contact local gas companies to 
iron out any difficulties. 

There are about 40,000 plumbing 
dealers in the United States, about 
10,000 of them specializing in the 
sale of appliances. With gas com- 
panies willing to work closely with 
the plumbing industry, this number 
will probably increase rapidly. 

The American Gas Association’s 
new platform was signed by 126 
presidents of member companies. It 
is asserted that four utility sales 
managers who failed to abide by the 
new code were summarily dis- 
charged. 


Adopt New Platform 


The new merchandising principles 
of the A. G. A. read as follows: 

“It is recommended that gas com- 
panies take the initiative in bringing 
about conferences with dealers in 
their localities, to the end that the 
following or other mutually accept- 
able principles may be agreed upon, 
adopted and put into use for the 
purpose of stimulating the sale of 
suitable gas appliances and promot- 
ing the use of gas service in a way 
that will be mutually advantageous 
to all participants. 

“1—All gas appliances offered for 
sale by all co-operating agencies 
shall bear the seal of approval of 
the American Gas Association Test- 
ing Laboratory. 

“2—-No appliance or merchandise 
not directly related to the use of gas 
shall be sold by gas utilities. 

“3—In all merchandising activi- 
ties, the re-sale mark up of all gas 
appliances that have received rea- 
sonable customer acceptance shall be 
consistent with present day mer- 
chandiging practices. There shall be 
no premium given with nor trade-in 
allowances made in connection with 
the sales of any such appliances 
unless all co-operating agencies are 
in a position to participate. 

“4—The presenting to the public 
of those gas appliances not having 
received reasonable customer ac- 
ceptance shall be considered as 
promotional activities and not as 
' merchandising activities. 

“5—Co-ordinated advertising of 
approved appliances should be de- 
veloped by gas utility companies and 
local dealers, and the gas company 
should give all reasonable assistance 
pessible to the dealer in advertising, 
displays and sales assistance. 

“6—The deferred payment fea- 
ture of merchandising activities 
shall be on an economically sound 
basis.” 

Domestic Engineering discussed 
the situation as follows: 

“Gas company officials now admit 
that many of their merchandising 
practices were unsound. The abuse 
of premiums, ability to threaten to 
cut off the gas service in case of 
non-payment, the ignoring of the 
sound business principle of making 
a profit on the merchandise—all of 


OFFICES OF WELL KNOWN ADVERTISING MEN—VIII 


Here is where Leonard Dreyfuss, president of the United Advertising Corp., New 


York, concocts plans to turn the tide in favor of his clients. 


these united to make utility competi- 
tion an unfair burden to the inde- 
pendent dealer. 
No Profit for Maker 

“Tt also operated to make the 
utility companies’ accounts more 
attractive to most manufacturers of 
gas-burning appliances, only to find 
themselves, after a time, competing 
for these volume orders from the gas 


‘companies on a price basis which 


left little or no profit for the manu- 
facturer himself. 

“The voluntary action of the 
American Gas Association members 
in working out these new merchan- 
dising principles and putting them 
sc promptly and effectively into 
practice, justifies the assertion that 
plumbing and heating dealers now 
resume their position as the prin- 
cipal factor in the sale of gas burn- 
ing appliances. 

“This tremendously important 
change finds the plumbing and heat- 
ing dealers much better equipped 
not only to hold the sale of these 
appliances at the level set by the 
utilities but to increase such sales. 
During recent years when utility 
competition was taking much of this 
business away from them, these 
dealers have been undergoing an in- 
tensive training in merchandising. 

“This has been capped in the past 
two years by the dropping off in new 
contract work which has led pro- 
gressive dealers all over the country 
to concentrate on the merchandising 
of specialties and the sale of plumb- 
ing and heating goods for remodel- 
ing. 
“A test by the American Radiator 
& Standard Sanitary Corporation 
showed that only one order was se- 
cured in 350 calls when the salesmen 
or dealer followed typical house-to- 
house canvassing methods, but when 
calls were made on prospects already 
qualified by the plumbing and heat- 
ing dealer, one order was secured 
out of every 3.1 calls, or more than 
100 times as many actual orders.” 


Greenville Weekly 
Wins Alabama Cup 


The Greenville Advocate was ad- 
judged the best all-round weekly of 
1931 by the Alabama Press Associa- 
tion in awarding the Victor Hanson 
Cup. General James B. Stanley has 
edited the paper since 1865. 

Jack M. Pratt, of the Pickens 
County Herald, was elected president 
of the association. 


Agency for Se-Ling 
The Walter Fred Hosiery Mills, 
Nashville, Tenn., have appointed the 
Homer McKee Company, Chicago 
and New York, advertising agents 
for Se-Ling full-fashioned silk 
hosiery. 


‘Farm Journal’ 
Gives 3 Colors 
for Cost of One 


Philadelphia, Pa., Aug. 20—More 
efficient mechanical equipment is be- 
lieved by The Farm Journal to be 
the answer to reduced costs for na- 
tional advertisers. 

This publication, which recently 
offered black and one color for only 
$300 over the rate for black, has 
developed the McKee makeready 
process to the point where it is able 
to give either two or three addi- 
tional colors for the $300 premium. 

“This is not merely the ‘spot 
color’,”’ Edward Williams, advertis- 
ing service manager explained. 

“The color we offer can be run in 
register and will actually do what 
almost any two-color printing will 
do.” 

Regardless of the number of 
colors used, the printing will require 
only two impressions and two sets 
of plates, one being for black and 
the other for color. 

The only limitations of this proc- 
ess are that no more than one color 
and black can be used in the same 
section of the page and that no two 
of the colors can be closer together 
than 1% inches. 

“The offer has developed great 
interest among advertisers and 
agencies,” Mr. Williams commented. 
“We believe the possibility of get- 
ting color without the payment of 
a large premium is going to en- 
courage advertisers to greater activ- 
ity, because they feel they can get 
more for their money.” 

Cosmopolitan is using the same 
system, Mr. Williams said. 


Increase Mail Rate 


to Great Britain 
Effective September 1, the present 
international rate of 2 cents on let- 
ters and post cards sent from this 
country to Great Britain, Northern 
Ireland and the Irish Free State will 
be increased to 5 and 3 cents, res- 
pectively, the Post Office Depart- 
ment announced. 
Britain recently increased interna- 
tional postal rates to this country 
from 2 to 3 cents. 


Sell Times Building 
The Times Building, 12-story home 
of the Huntsville (Ala.) Daily 
Times, was sold to the bondholders’ 
protective committee for $115,000. 


Get Shoff Account 
Thze J. William Sheets Advertis- 
ing Agency, Seattle, has secured the 
national advertising of the Shoff 
Tackle Co., Kent, Wash. 


SEX RATIOS 
ARE STUDIED 


Washington, D. C., Aug. 20.—The 
female population of the United 
States has.shown a greater rate of 
increase during the last decade than 
the male, according to an analysis 
by the Bureau of the Census. 

In 1920, there were 104 males to 
every 100 females, this ratio de- 
clining to 102.5 to 100 April 1, 1930. 

The total population on that date 
was 122,775,046, made up of 62,- 
137,080 males and_ 60,637,966 
females. 

There are considerable differences 
in the sex ratio in the North, South 
and West. In the North, the 1930 
ratio of males to females was 102.2, 
practically the same as for the coun- 
try as a whole. In the South, the 
ratio fell to 100.9 and in the West 
it rose to 109.5. 

For the white population of native 
parentage, the ratio in the North 
was 101.6; South, 102.2; West, 106.0. 

For foreign born whites, the ratios 
are: North, 112.3; South, 130.2; 
West, 133.9. For Negroes, the ratio 
was: North, 101.0; South, 95.9; 
West, 104.1. 


Hotel New Yorker 


Having Big Year 
The Hotel New Yorker enjoyed an 
increase of 63.07 per cent in net 
operating profits for the first seven 
months of 1931 over 1930, profits 
being $922,800 up to July 15, com- 
pared with $565,866 a year ago. 
The hotel spent about $500,000 for 
advertising in 1930 but reduced the 
1931 appropriation to $300,000, or 4 
per cent of the gross income, C. K 
Swafford, advertising manager, re- 
ported. 


John W. Stevens Dead 


John W. Stevens, member of the 
advertising staff of the old New 
York Herald for 25 years, died in 
New York at the age of 64. He re- 
tired from business when the Herald 
was merged with the New York 
Tribune. 


Paint Chief Passes 


John Wesley Masury, president of 
John W. Masury & Son, Brooklyn 
paint manufacturers, died at Mo- 
he L. I., August 16 at the age 
0 a 


Start New Department 

With its October issue, Capper’s 
Farmer, Topeka, Kan., will establish 
a — of Homemaking depart- 
men 


New Hampshire Has 


Advertising Agency 

What he believes to be the first 
advertising agency established in 
New Hampshire has been launched 
by A. W. Flemings at 801 Elm St., 
Manchester. 

Mr. Flemings was an account ex- 
ecutive with Edmund S. Whitten, 
Ine., Boston. He was also in the 
advertising department of the Utica 
Steam and Mohawk Valley Cotton 
Mills, Utica, N. Y. 


Association Offers 
Daily Planning Guide 


H. F. Twomey, chairman of the 
sales promotion division of the Na- 
tional Retail Dry Goods Association, 
New York, is working on a Daily 
Planning Guide to be published this 
winter. 

The manual will give retail and 
newspaper advertising managers a 
.ist of the promotional dates for 
eading departments. 


Castellini, Riley in 
Cincinnati Alliance 
Wilfred J. Riley and William A. 
A. Castellini have opened offices in 
the Hotel Gibson, Cincinnati, as 
Riley-Castellini to handle publicity 

and promotion campaigns. 
Both are widely known newspaper 
men. Mr. Castellini is a governor of 
the Advertisers’ Club of Cincinnati. 


Will Sell WAPI 


Three Alabama colleges are trying 
to sell Station WAPI, Birmingham, 
which has operated at a loss. The 
station was presented to Alabama 
Polytechnic Institute by Victor H. 
Hanson, of the Birmingham News. 
The University of Alabama and Ala- 
bama College later became part 
owners, 


Razor Makers Battle 
The Gillette Safety Razor Co., 
Boston, has filed suit against the 
Segal Lock & Hardware Co., New 
York, alleging patent infringement, 
and the latter has replied with pre- 
liminary steps in a $1,500,000 suit 

charging Gillette with monopoly. 


Three States Fight 
Gasoline Bootlegging 


Official recognition of gasoline 
bootlegging has been extended by 
Oklahoma, Tennessee and Indiana. 
The former has a new law which 
makes it possible to trace deliveries. 

A border patrol has been estab- 
lished in Indiana. 


Tobacco Veteran Passes 

Charles S. Keene, 76, vice-presi- 
dent and director of the American 
Tobacco Company until he retired 
from business, died in New York. 
He was secretary of the old Consoli- 
dated Tobacco Company when it was 
taken over by American. 


Editress to Speak 
“The Kind of Editorial Material 
That Builds Circulation” will be the 
subject of an address by Mrs. Kath- 
erine Maddox, associate editor of 
the National Provisioner, at the 
Matrix Club, Chicago, August 24. 


In Sign Business 
Delmer J. Rammers, who recently 
resigned as secretary-treasurer of 
the T. E. Basham Company, Louis- 
ville agency, has become general 


manager of the Art Craft Sign Co., 
Lima, O. 


On Criterion Staff 


Alan Reinhart has become special 
representative in New England for 
the Criterion Advertising Co., New 
York. He was formerly sales man- 
ager of the Keystone Advertising 
Corp. of Massachusetts. 


H. D. Kingsbury Dead 
_Herbert Dix Kingsbury, former 
vice-president of the P. Lorillard 
Company, Old Gold cigafettes, died 
in his 77th year August 16 at Green- 


wich, Conn. His home was in New 
York. 


D’ Orsay Takes Air 


D’Orsay Perfumeries Corp., New 
York, will launch a weekly radio 
campaign September 5 over an N. 
B. C. network. Hanff-Metzger is the 
agency. 


Plant Is Burned 
The plant of the Burlington (N. 
C.) Times, afternoon daily, was de- 
stroyed by fire August 13. 
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. . . that’s my comment regarding your publication. | believe 
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Lindeman Promoted 
Charles B. Lindeman, promotion 
manager of the Seattle Post-Intel- 
ligencer, has been appointed adver- 
tising director, succeeding T. C. 
Hoffmeyer, who has become a special 
representative. 


Agencies Merge 
Frederick Duerr, Inc., Seattle, has 
effected a merger with the Associ- 
ated Public Relations, Inc., Los An- 
geles, and Hubert H. Sohrer Co., 
San Francisco. 


Issues Leaflet on 


Window Photography 
The Eastman Kodak Company, 
Rochester, N. Y., has issued a leaf- 
let, “How to Photograph Your Win- 
dow Displays.” 
Checking photographs are now re- 
quired by many advertisers. 


First with the 
NEWS 
of 
HOME 
FURNISHINGS 


RETAILING 
A Fairchild Publication 
8 East 13th St., New York, N. Y. 


Color 
Coverage 


You can now use full color 
in 19 Eastern College com- 
ics at a saving of more than 
one-third—one set of plates. 
Special insert stock. Ask us 
for full details. 


Ask for facts on 
the billion dollar 
student market 


- Established 1913 


Collegiate Special Adv. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave 


New 


—Ideas 
—Facilities 
—Headquarters 


For Producing 
Electrical Transcriptions 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcriptions, both 331%4 R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at moderate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Special 
Departments for sustaining pro- 
grams, sponsored programs and sta- 
tion representation. . 


THE HANJON CO., Inc. 


29 West 57th St., New York City 
Telephone Number Eldorado 5-6935 


TELL POLICIES 
THAT MADE FOR 
EXTRA DIVIDEND 


(Continued from Page 1) 
had nothing to do with the transac- 
tion. Many a dealer has opened his 
morning mail to find a little Christ- 
mas gift from Sheaffer headquar- 
ters to cover a deal he never heard 
of before. 


Iron Clad Policies 


Sheaffer also refuses steadfastly 
to sell to mail order and premium 
houses and other dealers’ competi- 
tors, under its own or any other 
brand. The company recently de- 
clined a $500,000 order from such 
a source. 

“As for the company’s advertis- 
ing,” said Mr. Garrison, “it has 
merely checked in with and con- 
firmed the exverience of pen buyers. 
There is no doubt about it, the pen 
user wants the best there is. Pos- 
sibly this feeling dates back to the 
early days of the fountain pen when 
a shower bath of ink often accom- 
panied every effort to use the pen.” 

Sheaffer also came into the dealer 
spotlight through its litigation with 
a Chicago stationer who went to the 
courts when he found himself un- 
able to buy Sheaffer pens. The 
court held in this, as in a number 
of other cases that the company has 
a perfect right to select its cus- 
tomers. 

W. A. Sheaffer himself has been 
an ardent crusader for intelligent 
dealer operation. He has urged the 
trade, in advertising and in personal 
calls, to make money out of its labor 
and to take complete advantage of 


_| the prestige built up by the advertis- 


ing and the worthiness of the prod- 
uct. 

With dealers in many lines pan- 
icky and inclined to stake all on the 
vrice appeal, Sheaffer retailers have 
lent an ear to these admonitions 
from headquarters and continued to 
feature the same pen on which ad- 
vertising emphasis has been placed. 

The result of this has been that 
75 per cent of Sheaffer sales volume 
in the last year has been on Life- 
time items in the $7.75—$16 price 
range, yielding maximum profit to 
both dealers and company. 

The year has also witnessed a re- 
markable demand for Sheaffer pen- 
cils. 

Finally, in a year in which low 
price advertising has been rampant, 
the company’s volume on fine mer- 
chandise was the largest in its his- 
tory, the unfavorable comparison 
being confined wholly to lower-priced 
items. 


Distinguished Men 
on N. O. Schedule 


Former Senator Rice W. Means, 
of Colorado, managing editor of Na- 
tional Tribune, Washington, D. C., 
heads the imposing list of speakers 
announced by the Advertising Club 
of New Orleans for the season open- 
ing September 8. 

Others are Fidelis Harrer, vice- 
president of Color Photography, 
Ine., Chicago; Douglas McMurtie, 
Ludlow Typograph Co., Chicago; 
John D. Ewing, Ewing Newspapers; 
Arthur G. Newmyer, New Orleans 
Item; David Cohn, L. Feibleman & 
Co., department store; Mrs. W. D. 
Clayton, New Orleans Federation 
of Women’s Clubs; Wilson S. Cal- 
lender, advertising committee of 
New Orleans Association of Com- 
merce, 


To Distribute Norge 

The Columbia Phonograph Co., 
New York, which recently announced 
it would undertake national distri- 
bution of many household lines, will 
distribute the Norge electric refrig- 
erator to Columbia dealers in At- 
lanta territory though its branch in 
that city. 


Houston with “Review” 

H. P. Houston, former Pacific 
Coast_representative of the Mere- 
dith Publishing Company will take 
that post for Pictorial Review, New 
York, September 1. 


SEEK AID OF ROMANCE 


Hart Schaffner & Marx, Chicago are discontinuing illus- 
trations of fashion groups in favor of romantic appeal. It is 
believed the feminine element and such touches as modern 
furniture and penthouse gardens will impress the reader 
with the style and exclusiveness of this brand of clothing. 


CAMPAIGN FOR 
BEAUTY SHOPS 
RIMS AT MALES 


Say Men Influence Feminine 
Expenditures 


Chicago, Aug. 21.—Only 26 per 
cent of the women of the country 
patronize beauty shops, La Geradine, 
Inc., New York manufacturers of a 
hair curling fluid, announced at the 
meeting of the American Association 
of Cosmeticians and Hair Artists. 


The company’s survey covered 
50,000 homes in all parts of the 
country, evenly divided as to income 
groups. 

Conducted by the Research Bureau, 
New York, the survey revealed that 
only 10 per cent of feminine pates 
are naturally curly, but that 96 per 
cent aspire to this condition. 


The company will support a beauty 
shop drive for hair curling business 
with an advertising campaign in 
radio and magazines to cost $300,000. 

The radio offering, as announced 
in the August 15 issue of ADVERTIS- 
ING AGE, will feature Walter Win- 
chell, who will interview stage 
celebrities on their beauty ideas. 
Said Victor J. Thill, vice-president: 


“Though women hold the family 
purse strings, they are likely to stint 
on their personal expenses. We have 
planned our program to draw male 
listeners, too, hoping husbands and 
fathers will help us convince the 
ladies that they are not selfish in 
spending freely for beauty’s sake.” 


$1,000 Per Week 


Mr. Winchell’s only other advertis- 
ing experience consists of a short 
series of broadcasts for men’s shoes 
over a local New York chain. It is 
said he will inject many of his own 
ideas into the La Geradine advertis- 
ing, receiving approximately $1,000 
for each weekly performance. 

The company also sells its product 
through beauty shops for use in the 
home between treatments. To en- 
courage mail orders, it has brought 


out new packages in even money 
sizes so that consumers who do not 


have checking accounts may remit in 
currency. 

Two prominent exhibitors at the 
convention announced new plans, 
which bid for dealer support on the 
strength of exclusiveness. Both 
promise the trade to limit their 
dealer outlets to 5,000, although they 
have been doing business with sev- 
eral times that number. 

The plan of the Marinello Com- 
pany, New York, involves a drastic 
curtailment of sales outlets from 
approximately 50,000 to less than 
5,000 and the elimination of jobbers. 
By carefully picking its outlets, the 
company hopes it can eliminate price 
cutting and _ indifference, secure 
prestige for the line and guarantee 
a satisfactory profit to its retailers. 


Karawave’s Plan 


Karawave, Inc., Cleveland, like- 
wise said it would be satisfied with 
only 5,000 of the 60,000 beauty 
shops, provided they were above 
average and willing to co-operate 
closely in cashing a national adver- 
tising campaign. 

In company with other manufac- 
turers of permanent waving ma- 
chines, this company was recently 
brought face to face with a dis- 
heartening situation. It sold its 
machines at cost with the expecta- 
tion of profiting from the demand 
for supplies, only to have the busi- 
ness taken away by “bootleggers.” 
The beauty dealers absolved them- 
selves of blame on the ground that 
competition compelled them to save 
wherever they could. 

The Karawave solution is based 
on an improved machine which it 
puts out only on lease. The lease 
will incorporate an agreement by 
the dealer to use only Karawave 
supplies and to maintain a fixed 
schedule of prices. The lease angle 
renders the proposition immune to 
laws against price fixing agreements, 
it is said. 


Richfield to Cornell 


The Richfield Oil Corporation, 
which recently started a newspaper 
campaign in the East, using 200 pa- 
pers, has placed its account with the 
Paul Cornell Company, New York. 
W. L. Chesman is account executive 
in charge. 


Thornton with Agency 


Laurence D. Thornton has joined 
the New York agency of Platt- 
Forbes, Inc., as vice-president in 
charge of new business. He has been 
sales director of the Rotoprint 
Gravure Corporation. 


OUTDOOR BUREAU 
OFFERS TIE-UP 
IN WISCONSIN 


To Foster Proper Co-operation 
by Dealers 


Milwaukee, Wis., Aug. 20—Valu- 
able service will be given national 
advertisers by the newly formed 
Bureau of Merchandising of the 
Outdoor Advertising Association of 
Wisconsin, which will complete in its 
field the cycle of merchandising 
operations handled nationally by 
Outdoor Advertising Incorporated. 

The same plan is being discussed 
in other states. 

The Bureau was formed to develop 
local sales, and one of the most ef- 
fective methods of doing this, it be- 
lieves, is to contact outlets of na- 
tional advertisers, encouraging them 
to tie up with the latters’ efforts by 
co-operative or individual advertis- 
ing. 

H. J. Fitzgerald, of the Cream 
City Outdoor Advertising Company, 
will direct the operations of the Bu- 
reau for the present. An experi- 
enced outdoor salesman will join the 
permanent staff, which will be aug- 
mented by temporary men during 
the pre-Christmas rush. 


Vacation Opportunities 


A marketing atlas will be one of 
the sales promotion features to be 
developed. This will emphasize, 
among other assets, Wisconsin’s pe- 
culiar advantages as a summer re- 
sort and point out to the national 
advertiser the desirability of follow- 
ing consumers on their vacations. 

The atlas will also present a study 
of Wisconsin trading centers. 

The Bureau of Merchandising of 
the Outdoor Advertising Association 
of Wisconsin will be financed by a 
commission of 20 per cent on local 
business. In the case of co-opera- 
tive accounts, that portion paid by 
the local dealer will be considered 
local business. 

The operators organizing the unit 
have underwritten its cost by mak- 
ing a monthly advance of a sum 
based upon the population repre- 
sented in their holdings. The amount 
has been fixed at 70 cents a month 
per 1,000 population. 

The Bureau will work closely with 
Outdoor Advertising Inc. and the 
sales promotion division of the Out- 
door Advertising Association of 
America. Among other data sought 
is that of sources of posters. 

How the Bureau will assist na- 
tional advertisers is indicated by the 
provision that if the latter will file 
with the Bureau a copy of corre- 
spondence regarding special sales co- 
operation requested of Wisconsin 
outdoor plant operators, the organ- 
ization will assist in securing that 
co-operation. 


Provide Cuts of 
Advertised Products 


The Idaho Statesman, Boise, is 
presenting retail grocers of that city 
with proof books or cut catalogs 
in an effort to encourage illustra- 
—e of nationally advertised prod- 
ucts. 

The pocket size book contains 200 
illustrations in duplicate, printed on 
gummed paper. Electros are kept 
on file in the newspaper’s composing 
room and the retailer needs merely 
to tear out the desired illustration, 
moisten it and stick it on his copy. 


Elect MacMillan 


J. D. MacMillan, of the Calgary 
(Alta.) Herald, was elected presi- 
dent of the Advertising Managers’ 
Association of the Western Daily 
Newspapers at the meeting at Jas- 
per. H. Frank Bird, Regina Star, 
was re-elected secretary. 


Returns from Orient 


Miss Anne Scott Hardecker, edi- 
tor of five Simpson publications of 
Philadelphia, has returned from 
three months in the Orient. 
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PHOTOGRAPHIC REVIEW OF THE. ‘WEEK| 


Thank You, 
Mr. Manufacturer— 


WE ARE ABLE TO PAY 
FOR OUR OWN CIGARS 
AND THEATRE TICKETS 


@ And that goes for our meals, rents, clothes for 
the missus and shoes for the baby. 


FLY TO NEW MEXICO TO PLAN CAMPAIGNS = © Besides, we've given Mr. S. Klein our pledge not 

Three New York advertising men took off this week for Arthur Kudner’s ranch at to accept gratuities in any form whatsoever, because 

ap apenee ptt 4 foe cc to meet O. B. Winters and other advertising experts we appreciate doe fe te cot feb & Min oe & you, 
Left to right: Hal Stephen, art director of Erwin, Wasey & Co.; Schuyler Kudner, Mr. Manufacturer. 


advertising director of College Humor; A. H. Kudner, president of Erwin, Wasey & Co., 
and Lt. J. Gorton, pilot. The plane is Mr. A. H. Kudner’s private ship, the “Skyfarer.” 


NEW YORK 


BUYERS ADVERTISE TO MANUFACTURERS 

Buyers of S. Klein, New York retail establishment, re- 
nounced gratuities of all kinds in this advertisement in the 
August issue of Nugents. 


ADVERTISING 
SHRINE 


One of the most beautiful 
libraries in America is situ- 
ated in the plant of R. R. 
Donnelley & Sons Co., Chi- 
cago printing plant. The Chi- 


AIDS MOTHERS cago Financial Advertisers 
JOINS AGENCY This “Find the Bottom” bowl, will shortly hold a meeting 
After 17 years with the Firestone which induces youngsters to eat all in this room. 


Tire & Rubber Co., Russell V. of their cereal in search of buried 
Cline has become an account ex- treasure, is one of the effective 
ecutive with the Sweeney & James premiums of the Ralston Purina 
Co., Cleveland agency. Co., St. Louis. 


hs us Seen Frcabp 


REVERSE PRINT IS NEW ART IDEA 


2 i ‘ ‘ mg ae Ads “ Dy Ce 
A forthcoming series of Gossard advertisements will fea- & ieee i ' Tes 
ture combination positive and negative photographic prints. The ee x { a iT et 
idea was conceived and executed by Betram Dorien Basabe, % 


Chicago. 


TARGET CIGARETTE MACHINE 


This is the machine with which Brown & Williamson Tobacco Co., 
Louisville, is teaching the South to roll its own cigarettes. It is 7 inches 
long, 3% high and 3 inches wide, and is painted bright red. 
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